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With the increasingly fierce market competition，the shipping agent for the main 
business of freight forwarding enterprises face various risks. Freight forwarding 
enterprises begin to pay attention to credit risk management, especially the use of 
customer credit management mode of freight forwarding enterprise. Application of 
customer credit management, reduces the enterprise risk management, reduce the 
enterprise debt rate, improve the management level of enterprises. This paper first 
introduces the domestic freight forwarding enterprise present situation and customer 
credit risk. This paper analyzes the credit management in freight forwarding business 
problems, and then puts forward the solution to these problems customer credit 
management mode of "3+1". "The establishment of the 3" credit management system 
and "1" internal credit organization. The focus of this paper, using the analytic 
hierarchy process to build customer credit rating model, qualitative and quantitative 
analysis of the enterprise credit risk.And then describe the design function and the 
idea of customer credit management information system of the three subsystems. 
Finally, examples of how to use a freight forwarding enterprise customer credit 
management "3+1" mode in enterprise management, solve the difficulties encountered 
in the freight forwarding enterprise customer credit management. Make good use of 
customer credit management in freight forwarding enterprise, can improve the 
recovery of accounts receivable and obtain higher economic benefit, and reduce 
enterprise risk management, formed the core competitiveness of the enterprise. 
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